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The area of non-continuous innovation is in its infancy and many aspects still remain unclear. In 
this thesis, the conceptual framework that focuses on the degree of customers’ participation and 
marketing models in non-continuous product innovation are outlined and discussed. In particular, 
an examination of (a) major stimulants and impediments to this process, (b) the impact of 
customers’ participation and marketing models at each stage on the process and (c) some aspects 
of firm-related and customers’-related outcomes. In order to conduct the analysis properly, the 
study formulated three testable hypotheses. Incorporating linear and non-linear quantitative 
technique into the case study for analysis (i.e. linear and quadratic regressions), the main 
findings are: First, there is evidence that the importance of customer participation rises in 
accordance with the product’s market newness and reaches a certain level and then declines off 
in the caseof extremely new products. On another hand, the significance of the participation of 
customers rises in accordance with the technological newness of the product without declining 

















input and all new measures except  overall newness. Results from a further quadratic regression 
indicate that there is a quadratic relationship between end-user input and overall newness, but 
that the quadratic nature of the relationship comes from new technology not from new market. 
Second, even though poor organizational framework, firm size, departmental barrels, low capital, 
entering in of new business executives, problem with processing, etc. are impediments faced by 
firms in non-continuous innovation, the major obstacles faced by established firms when dealing 
with non-continuous product innovation of the supply chain include but not limited to: high 
running cost, poor technology, inefficient human resource (HR), poor communication, undefined 
responsibility, lack of relevant staffing, unclear management standards, passive feedback from 
customers and inadequate market understanding. Third, product innovation is positively and 
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ct innovation is used to describe an innovation which creates a discrete and momentous 
shift for the incumbent firm. Such a shift can be imposed by new technologies or business 
models.Continuous innovation is just the opposite of non-continuous innovation(O'Connor 
&Veryzer, 2001; ). This would mean an innovation which creates a non-discrete and non-
momentous shift for the incumbent firm. The emergence and eventual domination of digital 
imaging as opposed to analogue photography can serve as an example. 
The ability to successfully develop and manage non-continuous products innovation is 
very important for modern firms, particularly the companies or firms in technology-related 
businesses. One of the most crucial factors in non-continuous products innovation as suggested 
by majority of the research on product development is an understanding user needs and the 
manner in which they can be incorporated into the new product design. 
As the world moves at a rather fast pace, firms are required to respond to the life cycle of 
short products and consistently innovate by changing customers demand. The act of Innovating 
can either be continuous or non-continuous in nature. For continuous or incremental innovations, 















(2005). Non-continuous innovation proceeds at a step further. This refers to the act of doing 
something differently, thus requiring higher levels of creativity and “out-of-the-box” thinking to 
achieve.Indeed, a wide of variety sources such as the development of new markets and new 
technologies, the formulation of new political rules, changes in market sentiments, market 
behavior and unthinkable events, etc., do trigger or cause non-continuous innovations. (Bessant 
& Tidd (2007).There is no doubt that non-continuous innovations provide a powerful tool for the 
securing of strategic positions, competitive advantages, as well as retaining market shares and 
increasing profitability. Notwithstanding, it is also important to point out that the drawback is the 
fact that success cannot be guaranteed . Truly and in all fairness, the process of non-continuous 
innovation is embodied by so many uncertainties which make it very far from being easy. As a 
matter of fact, the process is messy, complex and it takes long time. Above all, it is rather 
unpredictable in nature as a result of the many uncertainties. Ambiguity about market acceptance 
and initial uncertainty about the viability of the technologies are important examples of such 
uncertainties. 
Considering markets today, technology has provided consumers with access to unlimited 
amounts of information and an ability to communicate with other consumers and companies any 
where in the world. According to the point of (Ernst, et.al, 2010), which have given customers a 
sense of “empowerment”, in that they desire a greater role in exchanges with companies. One 
important outcome of this increased consumer empowerment is that consumers now desire to 
play a greater role in the process of value creation. Bolton and Saxena-Iyer (2009) describes the 
process as customers’ participation which can occur in a variety of contexts. As noted by van 
Doorn, Jenny, Katherine N. Lemon, Vikas Mittal, Stephan Naß, Doree´n Pick, Peter Pirner, and 















engagement behavior.In particular, one context where consumer participation is increasingly 
vital is the area of production innovation or newness. (Ernst, et.al, 2010) makes it clear that 
consumers are able and willing to provide ideas for new goods or services that may fulfill needs 
that have not yet been met by the market or might improve on existing offerings. In addition, 
these customers are now able to easily communicate these ideas to the company through Internet 
websites, e-mail, and social networks. Hence,O’Hern and Rindfleisch (2009), notes that 
customer participation in this context is a collaborative product innovation or new product 
development activity in which consumer actively contribute and select various elements of a new 
product offering. Put differently, customers’ participation in product innovation or new product 
development is the practice of collaborative product development by firms and consumers. 
Therefore, customer participation would allow consumers to take an active and central role as 
participants in the innovation process. It is the non-continuous product innovation aspect of 
consumer participation that is the focus of the current article 
As stated by Ogawa and Piller (2006),the inability to adequately assess and fulfill 
consumer needs is often a key reason for new product failure. Notwithstanding, by including 
consumers more actively in the non-continuous product innovation process, new product ideas 
can be generated, which are more likely to be valued by consumers, thereby increasing the 
likelihood of new product success. As a result, Prahalad and Ramaswamy (2004) notes that firms 
that manage this process effectively will ultimately achieve a sustainable competitive advantage 
over the competition. Additionally, Business Wire 2001 indicates that including consumers in the 
non-continuous product innovation process can improve product quality, reduce risk, and 
increase market acceptance. As a result, it is not surprising that the Marketing Science Institute 















research priorities for 2008–2010. 
Also, tt has been well established today that established firms may encounter difficulties 
in the face of non-continuous innovation (Tushman and Anderson, 1986, Cooper and Schendel, 
1974; Utterback, 1994). Incumbent companies are usually good at innovation under steady, 
stable circumstances. But when technologies shift or new business models are introduced, they 
can all of a sudden become vulnerable (Chesbrough, 2005). Frequently, incumbent firms do not 
manage these changes and end losing market shares and the successful firms are found among 
the entrants (Utterback and Kim, 1986; Christensen and Rosenbloom,1994).As a matter of fact, 
all if not most of the firms which are driven by technologies have well defined organizational 
processes and infrastructures.  These processes are crucial as they facilitate the capture of 
information relevant to customer requirements and integration into the non-continuous product 
innovation process. On the contrary, a vast majority of these processes and infrastructures are 
developed for products that are incremental and characterized by continuous innovations or those 
in the latter stages of their life cycle.  Some authors have even pointed to the unavailability of 
research on the subject of radical or non-continuous innovation. While the literature may have 
provided managers involved in the development of very new products with little guidance, there 
is sufficient evidence to suggest that the development process which includes the way in which 
users are involved, differs significantly from the process of incremental new product 
development. Non-continuous innovation is not new — major upheavals in technology or 
markets have happened throughout history, sometimes (like the Industrial Revolution) bringing 
with them massive change across whole societies. The problem facing managers today is that the 
things which trigger them are on the increase — new technological knowledge is being produced 















becoming less stable, etc. So the frequency with which they will have to deal with the challenge 
of non-continuity is only likely to increase. This puts a premium on learning how to deal with it 
proactively. 
Although there is growing research interest in the field, there is still relatively little 
guidance on the nature of generic routines for non-continuous innovation, nor how to configure 
them for particular circumstances. One route is through the kind of interactive research described 
in this thesis, working within a learning network of interested firms. Through the continuation of 
the concept it is anticipated that more case histories will be generated and shared. This will form 
the basis of a toolbox that will aid firms in developing techniques and routines to enable non-
continuous innovation.More besides, the literature produces numerous confusions and mixed 
results as to the appropriate role of customer participation in the non-continuous product 
innovation process. It is not a secret that users are a significant source of the ideas of new 
products.There have been arguments by some that staying too close to customers or being 
customer-led may be dangerous to innovation and firms’ performance (Mackenzie,2003). These 
arguments couple with other studies (such as Ciccantelli and Magidson, 1993, Christensen, 1997, 
Neale and Corkindale, 1998) are important basis for an ongoing debate in the literature 
concerning whether or not customers and users may inhibit or stimulate ideas of very new 
product. Better still, the question of whether or not customer participation leads only to 
incremental new products has also been a subject of debate. Recently, Ji and Huang (2010) 
conducted a comprehensive study on the evolution mechanism of discontinuous innovation 
based on product supply chain. Their paper considers the non-continuous innovation of focal 
firms in the context of economy, service, and ecology. In summary, despite its importance, the 















settings. For example, studies on consumer participation relationship management have almost 
completely ignored innovation and non-continuous product. As indicated by Bendapudi and 
Leone (2003); Grewal, Lilien, and Mallapragada (2006); O’Hern and Rindfleisch (2009); Pru¨gl 
and Schreier (2006), most studies in the area have focused on very specific cases like computer 
software or games and therefore provide a rather narrow view of the process. A more 
comprehensive framework is needed to guide the research agenda in this area. 
1.2 Objective of the study 
The objective of the thesis is to propose the development of such a framework motivated 
by key questions such as: what are the stimulants and impediments of consumer participation in 
the non-continuous innovation process?What exact role do customers play and why do some 
consumers and firms vary in the scope as well as the magnitude of customer participation 
activities? Hence the goal of this thesis is to develop a research agenda that provides a deeper 
understanding and answer to these important questions.In addition, most of the existing work on 
consumer participation has been conducted in the coaaantext of large established firms or 
markets. In this thesis however, we shift the focus on how the established small & medium 
enterprise (SMEs) manage the non-continuous innovation process, in terms of the problems and 
challenges they experiences and the type of mechanisms they use. In order to gain more 
understanding of the latter, the research questions have been chosen as ‘what’ and ‘why’ 
questions, which influences the research method, which must be of explorative and inductive 
nature. To further justify the choice of case study research, one can refer to the statement by Van 
de Ven (2007), namely that “the more you can ground a research problem in reality from the user 
perspective the more you learn to appreciate the multiple dimensions and manifestations of a 
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